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Abstract 
One way of developing competitive advantage among customers is to establish trust in their everyday dealings. Extant of literature 
has discussed various factors affecting trust but none has touched on the dimensions and eff
In order to improve the service operationalization, this paper is committed to provide theoretical and empirical support that 
calculative ways of respecting customers should be included as way to develop trust among customers. Apart from that, this study 
also includes the issue of religion to further determine customer preferences towards the service provider, if they believe in 
different religion. The survey of this study is conducted on 459 customers in service sectors in Malaysia. The obtained data from 
the questionnaires are analyzed through the SPSS statistical packaged software. Analyses of results revealed that all dimensions of 
respect (attention to particularity, understanding, responsible and authority) significantly correlated to trust and to a certain extent 
religion mediates the whole relationship.  
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1. Introduction 
The role of service sector is undeniably very important. Service sector has played an outstanding role in the growth 
and development process of the Malaysian economy. The greater presence of the service sectors in the Malaysia 
economy is in line with the growth transformation that has taken place in many other developed economies. By the 
end of 2020, the service sector in Malaysia is expected to contribute to 60% of GDP (Ninth Malaysia Plan). Being a 
multi racial country like Malaysia, the whole economic journey is not as easy as it may sound. Malaysia possesses a 
mixed population of many ethnic groups of Malays, Chinese and Indians and also foreigners. Even though they come 
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from various cultural background and diversities, they seem to display a high level of tolerance and harmony by living 
and working together.  
 
Despite the growth in service sector added with stiff competition, many service companies in Malaysia continue to 
face criticism and are viewed as inefficient. They are also facing pressure to improve their service delivery (Abdul 
Khalid, 2010). Service companies need to find ways to retain their customers and thus compete better with their rivals. 
With an improved quality of service added with a more focused effort in building relationships with customers, it is 
expected that the growth in service sector can be accelerated.  
 
One way of developing quality relationships with customers is to establish trust in their day-to-day dealings. Extant of 
literature has discussed various factors affecting trust, but none has touched on the dimensions and effect of respect 
towards custom  by Shaikh Ali and Ndubisi (2011) shed light on the dimensions of respect 
but it is felt that the dimensions and measurement is not comprehensive. Obviously there is a gap exist in the literature. 
In order to improve the service operationalization, this paper is committed to provide a strong theoretical and 
empirical support on respect. We strongly believe that calculative ways of respecting customers should be included as 
an effort to develop trust among customers.  
 
Overall, the study aims at filling a few important gaps in the literature: firstly is to close the gap in the scarcity of 
respect dimensions in service marketing. Besides that, through the empirical analysis, this study intends to prove that 
respecting customers is one of an effective ways of developing trust towards the service providers. Apart from that, 
this study also includes the issue of religion to further determine customer preferences towards the service providers. 
  
2. Literature Review And Hypotheses  
2.1. Trust  
    Trust can be considered as an important component in relationship marketing paradigm (Wong and Sohal, 2002). 
Tr  of partne lity and integrity (Morgan and Hunt, 
1994). Trust can be interpreted as the expectations held by consumer that the store, its people and its products are 
dependable and can be relied on to deliver on their promises (Sirdeshmukh, Singh and Sabol, 2002; Guenzi, Johnson 
and Castaldo, 2009). In the context of sociology, trust is considered critical in supporting coherence and coordination 
in social communities. Trust chosen in this case is based on the work by Gwinner, Gremler and Bitner (1998) which 
states that trusting the service provider are the most important relational outcomes of long-term relationships for 
customers across service categories. That too, has prompted our interest to determine the effect of respect towards trust 
in service sector. Trust implies the participation of at least two parties, a trustor and a trustee. However, according to 
Guenzi et al. (2009) there are three types of trust can be developed in organizations; namely trust in the salesperson, 
trust in the store and trust in branded products. 
 
For Laeequddin and Sardana (2010) the concept of trust implies the participation of at least two parties, a trustor 
and a trustee. The trustor is the party who places him or herself in a vulnerable situation under uncertainty. On the 
other hand, the trustee is party in whom the trust is placed, making him or her as the person who has the opportunity to 
take advantage of the trustor vulnerability. They further add that there are two streams of concept of trust in the 
literature. The first stream of concept is based on the argument that trust is embedded within the trustor (feelings, 
emotions and cognition) not in the trustee. Trust is conceptualized as a belief, expectancy or feeling that is deeply 
rooted in the personality and has its origin in an individual psychosocial development (Rotter, 1967). The second 
stream of concept is based on the argument that trust is embedded within trustee. Trustee does not have to be the other 
person. Trustee could be competency, ability, brand, a piece of equipment, technology, institutional system or security, 
etc depending on the context of trust (Laeequddin and Sardana, 2010). For the purpose of this research, both streams 
of concept of trust will be considered. Extant of literatures have shown how a mix feeling of trust have developed 
depending on situations and circumstances. For instance, Young (1992) is more concerned towards the people  desire 
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to maintain their respectful relationship. Researches by Wong and Sohal (2002) and Sirdeshmukh et al. (2002) found 
that customer  trust towards a salesperson can as well increase their trust towards that whole store. Research in this 
area further indicates that trust lead to the creation of strong relationship between customers and service provider, 
which later brings about positive impact on customer to- firm relationships (Guenzi et al., 2009). In fact, by 
providing trust leads to creation of value and in turn to customer loyalty (Butcher , 2001).   
 
There are cases whereby researchers identify the link between customer trust in salesperson and in the selling firm 
(eg Doney and Cannon, 1997). For them, trust requires an assessment about the other  and 
benevolence. In a specific context of retailing, it has demonstrated how interpersonal relationships positively affect 
overall customer  trust in a store (Wong and Sohal, 2002). There are studies that show the association between 
tangible aspects of the store with trust. Those tangible aspects include store image (William and Burns, 2001; Semeijin 
et al., 2004) and branded items of products sold (Chaudari and Halbrook, 2001). However, trust is one factor that 
differentiates relationships, whether personal or interpersonal with the brand from transactions (Morgan and Hunt, 
1994; Sirdesmukh et al., 2002). Trust is said to be evolved from customer past experiences or prior interaction 
(Rempel, Holmes and Zana, 1985). As confirmed by Ravald and Groonroos (1996), the feelings of trust actually 
develop over time. Regardless of the evolution, hardly any research has attempted to address the effect of respect 
towards trust. 
 
2.2. Respect 
As mentioned earlier, changes in the marketing paradigm has demanded companies to build good lifetime value 
and a more understanding situation. Each time when the word respect is mentioned, the term is used colloquially, as if 
everyone understands. In the field of marketing, several times the word respect has been used to reflect it as an 
important determinant of relationship marketing success (eg. Berry, 1996; Costley, Friend and Babis, 2005). Respect 
has also been discussed in various other fields, such as social and organizational psychology, nursing, ethics and 
education. Despite what has been said, the concept is poorly defined (Costley et al., 2005; Dickert and Kass, 2009). 
Nowhere in the social sciences or psychology literature, gives a thorough conceptualization of respect (eg. Winsted, 
2000). In fact, Winsted (2000) believes the concept of respect is actually being totally ignored in the academic 
marketing literature. 
 
To our knowledge, not many empirical researches have been conducted on the phenomenon of feeling respected  
not respected. The concept of respect by many researchers is usually based on the work by Kant (1964). In fact, Kant 
was the first philosopher to place respect for persons as central to moral theory. His work focuses on the strong belief 
of the importance of treating others never simply as means but always at the same time as an end (1964). In other 
For Dillon (1992), respect is 
perspective in some appropriate way     concept judging from the 
extensive usage of the word itself, respectful behaviour actually varies by definition and making it a deceiving 
complex concept after all (Sung, 2004). In psychology literature, respect has been used under four different themes 
Langdon (2007). According to her those themes include: (a) social power, (b) social rules, (c) caring and (d) equality 
and accepting differences. 
 
For the purpose of this research, we will adopt the concept of respect as caring, which involves the feeling of care 
and loving towards others (Langdon, 2007). Although this theme is qualitatively different from other themes, it serves 
as a very important basis in conceptualizing the concept of respect towards customers (Langdon, 2007; Dillon, 1992). 
Having mentioned all those concepts, care respect concept is thought to be the best basis in conceptualizing respecting 
customers due to its unique blend of morality, compassionate, responsive and caring for other individual (Dillon, 
1992). The whole idea of care respect is what is known as . Dillon (1992) 
proposes a concept with three dimensions; namely attention and valuing of the particularity, understanding and 
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responsibility. The notion is supported by an empirical study by Shaikh Ali and Ndubisi (2011). However, due to 
inadequacy to the dimensions suggested by them, we are proposing that an additional dimension of autonomy should 
be added to the latter version.              
 
Respect model is suggested to consist of the following four dimensions as explained below: 
 
 
Fig. 1. Respect model for measuring trust 
 
Respect 
  
  Attention to the  
  particularity 
 
  Understanding 
      Trust 
  Responsibility 
 
  Authority 
 
   
2.2.1. Attention and valuing of the particularity 
The first dimension of respect is attending and valuing of the particularity, which means appreciating and 
cherishing each individual served as an unrepeatable person (Dillon, 1992). It involves an acceptance of the 
differences of others that goes beyond toleration (Shaikh Ali and Ndubisi, 2011). This dimension suggests that respect 
for a person must be based on a respect-worthy characteristic. For that purpose, individuals must adopt a strong belief 
of the fundamental moral equality of persons. Attention should be directed towards the banal and the imperfect as well 
as to the talented with extraordinary achievements. This dimension addresses the need to feel sympathetic, cherishing 
and concern to be involved in engagement with participation of others. This dimension urges the need to value 
differences in others and not viewing it as a barrier to be overcome (Van Gelderen and Jansen, 2006). 
 
2.2.2.  Understanding 
Among others, understanding tries to understand a person in his own terms. Understanding is not just simply a 
precondition to care resp  his purposes 
(Van Gelderen and Jansen, 2006). Understanding our customers in this manner means we have to accept them as they 
are and not making any assumptions towards them. This is so as assumptions will diminish effort to better understand 
customers. In sum, understanding customers requires sympathetic, concerned and involved interest, which can be 
considered as an expression of valuing and constitutive of respect. 
 
2.2.3.   Responsibility 
       Responsibility highlights our individual role in a community. This dimension involves caring for a person in the 
sense of helping them to pursue their end, acting to promote their goods and assisting them to satisfy their needs and 
wants (Sung, 2004). Respecting a person also mean to respond to their particular and irreplaceable individual. 
However, according to Dillon (1992), as human, we cannot be entirely independent and self sufficient. On top of 
everything, we also have needs and desires that make it difficult for us to be satisfied independently. Therefore, 
respect in this manner entails promoting what the other person regards as important. 
2.2.4.  Autonomy 
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       Autonomy is derived from two words: self (autos) and rule or law (nomos) (Van Geldren and Jensen, 2006). Ages 
ago, the Greeks discussed autonomy in reference to their relationships with states. However, in the 18th  century the 
term started to be used in reference to individuals (Lindley, 1986). Even then, saw differences of opinion with regard 
to the meaning of autonomy its
 (Young and Tavares, 2004). For them, autonomy is considered as 
h means that involved parties are  In a simple term, 
customers who strive for autonomy make their own choices, independent of others. In the research done by Shaikh Ali 
and Ndubisi (2011), autonomy was not included as a dimension for respect. But for this research, we strongly feel to 
need to include autonomy as one of the dimension for respect as 
provider in taking certain action. Furthermore, autonomy fulfills the basic human needs in any situation, such as 
learning, personal growth and development (Bakker and Demerouti, 2007).   
 
Combining all the dimensions lead to the introduction of the following hypotheses: 
H1  : Attention and valuing significantly affects trust 
H2  : Understanding significantly affects trust 
H3 :  Responsibility significantly affects trust. 
H4 :  Autonomy significantly affects trust. 
 
 
2.3 Religion  
Religion has always been stressed as an important cultural influence in the marketplace that needs to be recognized 
and researched in the marketing area (Mittelsteaedt, 2002; Muhamad and Mizerki, 2010). Although religion has 
always been a cultural element in consumer behavior framework, religion and its influence has long been perceived as 
a taboo subject matter for investigation in marketing (Hirschman, 1983) and there is not much known about the 
influence of religion on customer and service provider relationship. This is even so in a multiracial country like 
Malaysia. Taking the finding by (Donahue, 1985) who states that religious influence is the most affective factor 
affecting human behavior. This research would like to measure the mediating function of religion between respect and 
trust in customer  service provider relationship as shown in Figure 2 below: 
 
 
 Fig. 2. Initial research model for measuring respect 
 
 
Respect   Religious Influence  Trust 
 
 
This dimension is essential to guarantee learning to occur in the same direction and motivate that it really takes 
place (Gwinner et al., 1998). The introduction of religious effect leads to the introduction of the following hypothesis: 
 
H5: Religious influence mediates the relationship between respect and trust. 
3. Methodology 
The methodology for this research is as follows: 
3.1. Research Goal 
In this survey we are committed to provide theoretical and empirical support that calculative ways of respecting 
customers should be included as a way to develop trust among customers. Therefore, the effect of the new dimensions 
of respect on trust will be analyzed. Apart from that, this paper will also measure the mediating effect of religion on 
the relationship between respect and trust. To test the hypotheses, a field survey using questionnaires was conducted. 
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3.2. Sample and Data Collection 
The survey of this study is conducted on 459 customers from three service organizations in Terengganu 
(representing east coast of Malaysia) and Kuala Lumpur (representing west coast of Malaysia). Three types of service 
organizations were chosen, that include hospitals, airlines and banks. All the selected types of service organization 
chosen based on Bowen Taxonomy of services. According to the classification, service businesses can be divided into 
ct), services directed 
oderate contact. The 
three selected service selected were hospitals, banks and airlines representing each named category respectively. 
Participation by customers of the hospitals, airlines and banks was purely voluntary. For hospitals, only those patients 
in the out-patient department were chosen. Since the respondents were wide spread in three different types of 
organizations in two different states in Malaysia, the need for data collector was obvious. Therefore four university 
students were trained to serve as data collectors.    
They were chosen on the basis of some background experience in research and data collection. This technique has 
proven to be successful and used in a variety of service marketing researches (eg. Bitner et al.(1990) and Gwinner et 
al. (1998). 
 
Data was collected using a structured questionnaire with questions in prearranged order. The questionnaire items 
were adapted from different sources to suit the study. Items for respect were adapted from Dillon (1992), Dickert and 
Kass (2009) and Shaikh Ali and Ndubisi (2011). Items for trust and religion were adapted from Guenzi et al. (2009), 
Krauss et al. (2007) and Gorsuch and McPerson (1989) respectively. All items were measured on a seven-point Likert 
The exercise was conducted over a period of three 
weeks, five-days-a-week between 10.00 am until 4.00 pm for hospitals and banks. However for airlines the time is 
extended until 8.00 pm. Data obtained from those 480 questionnaires were analyzed through the SPSS statistical 
packet program and three proposed relations were tested through regression analyses. However, 21 questionnaires 
were voided due to incomplete data, resulting in 459 usable responses. 
3.3. Analyses and Results 
Our sample size was 459 of whom 159 were male and 300 were female. Majority respondents were in the bracket 
group of 23 to 30 (forty percent) and in the bracket group of 15 to 22 (twenty four percent) years old. More than half 
of the total respondents (sixty percent) were employed. Education wise, forty four percent possessed a university 
degree and can be considered as professionals. Factor analysis was performed on all questionnaire items to establish 
their suitability for performing subsequent multivariate analysis. The maximum likelihood extraction method was 
employed for the analysis. Promax rotation method was applied and all items with high cross-loadings were removed. 
The results presented are based on parsimonious sets of variables, guided by conceptual and practical considerations 
with loadings of 0.50 and above (Hair et al., 2010) and cross loadings below 0.20. High communality values were 
recorded for all variables, indicating that the total amount of variance shared with other variables included in the 
analysis is high. We started off with 37 items loading on 6 factors; namely attention and valuing of the particularity, 
understanding, responsibility, autonomy, trust and religious influence. After a few rounds of factor analysis, we finally 
ended up with 27 items loaded well on all the dimensions as shown in Table 1 below. The table also shows the key 
dimension items, loadings and communality statistics. The Kaiser-Meyer-Olkin measure of sampling adequacy gives a 
Besides that, reliability analysis was 
to test the reliability of the questionnaire. The Cronbach Alpha (as shown on Table 1) indicates factors exceeding 
0.500, which indicates the reliability of scales used in that survey.  
 
Table 1 Factor Analysis Results, Cronbach Alpha Values and souces of scale 
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In this study, multiple regression analysis is conducted to test the hypotheses. The test is conducted in two stages. 
In the first stage, is to analyze the effect of respect on trust. Four dimensions of respect (attention and valuing of the 
particularity, understanding, responsibility and autonomy) are analyzed against trust. From the result as shown on 
ANOVA table, all the four dimensions are found to contribute significantly towards the relationship with trust 
(p=0.000). However, when the result is analyzed individually, it can be seen that only three dimensions of the respect 
(attention and valuing of the particularity, responsibility and autonomy) have significant effect on trust. From Table 2, 
it is evident that attention and valuing of ; ) and 
173; p= .000) show significance relationship to trust. From the result from regression analysis supports 
hypothesis 1 (H1), hypothesis 3 (H3) and hypothesis 4 (H4). On the other hand, there is no significance relationship 
between understanding and trust . Therefore, hypothesis 3 (H3) is not supported.   
 
From adjusted R square, all the four dimensions of respect predicted about 66% of variance of trust. Of all the four 
dimensions, responsibility possesses the strongest value followed by attention and valuing to the particularity and 
autonomy respectively.   
 
Table 2. Multiple regression analysis results on dimensions of respect  trust relationship 
 
Regression Independent Dependent Standardized Sig. Adjusted  F Value Model Sig. 
 
Lo
ad
in
gs
 
C
ro
nb
. A
lp
ha
 
 
RESPECT      
Attention and  valuing of the particularity 
 
 
.803 
0.915 
 
   
Service providers always cherish customers. .813     
Service providers seem to understand the difference in talent and skills of different people. .825     
All customers are being treasured as the person they are. .739     
Service providers always give warm regard towards their customers regardless if they are imperfect. .714     
Understanding        
ms. .500     
I find the service providers always care for their customers .723     
The service providers understand my needs. .726     
Responsibility      
The service providers never pass the job to others. .639     
The service providers always regard customers as important. .618     
 .841     
The service providers enjoy having me as customers. .760     
The service provider talk to me in a way that I know they understand me. .828     
I just trust the service provider. .729     
Autonomy      
The service providers use their position to advise me on unsure matters .662     
The service providers use their knowledge in advising me. .770     
OTHER VARIABLES      
Trust  (service provider)  0.850    
I choose the business particularly because of my trust towards the service provider. .713     
This business has my interest in mind.  .734     
The service provider keeps his / her promises .684     
Trust (business)      
I choose this company since it can very much be trusted. .832     
The business has my interest in mind. .825     
The business keeps its promises .828     
Religious Influence  0.840    
Religion is especially important to me because it answers questions about the meaning of life. 
It is important for me to spend periods of time in private religious thought and meditation. 
My religious beliefs are what really lie behind my whole approach to life. 
The purpose of prayer is to secure a happy and peaceful life 
.601 
.599 
.648 
.744 
    
Religion offers me comfort when sorrow and misfortune strike. .893     
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Model Variables Variable  R2 (ANOVA) 
Dimensions 
of Respect 
Attention and valuing of 
particularity 
Trust 
0.267*** .000 
0.658 221.120 .000 
Understanding 
 0.099 .083 
Responsibility 0.369*** .000 
Autonomy 0.173*** .000 
 
We run another regression analysis to see the mediating effect of religious influence on respect and trust. We want 
to find out whether religion will enhance the trust towards the service provider or not. The summary of result from the 
second analysis is as shown on Table 3 on the next page. From Table 3, it is interesting to note the decrease in Beta 
value from 0.805 (without religion) to 0.751 (with religion as a mediating factor).  The result indicates the influence of 
religion is customer and service provider relationship. The findings support the notion by Gallagher (2007) which 
takes respect in a relationship between subject (nurse) and object (patients). Service providers need not only recognize 
but be responsive to the customers. Customers do choose the person whom they can trust. To some religion serves as 
the first base to filter their service providers. When differences occur, not so deep kind of trust is developed. 
 
 
Table 3. The influence of religion as a mediating variable  
 
 
Independent 
variable: 
RESPECT 
Dependent 
variable:  
TRUST 
 
  
REGRESSION ANALYSIS 
 
Changes 
Stage 1 
 
(without religion) 
Stage 2 
 
(with religion a 
mediating factor)  
Decrease 
in     
value 
  
      value 
 p  value 
      
value 
 
 
p  value 
0.805 0.000  0.751 
 
0.000 
 
Adjusted R2 
 
0.658 
 
0.562 
 
4. Conclusion 
As competition in business world intensifies, the best possible way of tackling it is to focus on humanization 
influence of service provider and customer relationship. The analysis for this paper is done in two stages. In the first 
stage, this paper attempts to fill the knowledge gap in marketing areas on the issues of respect and trust between 
customers and service provider. Four dimensions of respect were analyzed against trust; namely attention and valuing 
of the particularity, understanding, responsible and autonomy. Of all the dimensions, customers are more concerned 
The finding supports the notion by Gallagher (2007) and Shaikh Ali and 
Ndubisi (2011) who mention that service providers need not only recognize but also need to be responsive to the 
customers. Among all the four factors, customers are particularly attracted and trusted responsible service providers.  
 
The result proved that there religious belief does give a significant effect in the relationship between service 
provider and customers. The decrease in Beta value (from 0.805 to 0.751) serves as the evidence for the existence of 
religious influence as a mediating factor. The result is important as it serves as an alternative perspective on viewing 
religious influence especially in a multicultural country with diverse religion like Malaysia. Perhaps the finding by 
Muhamad and Mizerki (2010) is applicable in this situation. For them, religious influence on motivation manages to 
differentiate customer cognitive processing of performing behaviors that are subject to religious rulings. The result 
supported the findings in previous studies which reported a significant influence of religion in various consumer 
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behavior, that include their shopping behavior and in choosing type of entertainment. Somehow, some customers 
especially who are intrinsically motivated towards their religion are characterized as having a greater tendency to fully 
integrate their religion into their life (Allport and Ross, 1967). The study has proven the strong influence of religion 
among Malaysian consumers affect the service and service provider to choose from.  
 
However having discussed all that, this survey is conducted on three service industries in Malaysia with   findings that 
might and might not be transferable to all types of organizations. Thus, it is recommended that further researches can 
be conducted on small-scale organizations and, also in different countries for the generalizability of findings. Future 
research may also consider a longitudinal study instead of the cross-sectional research adopted in this work, to see how 
the effect of trust may change over time as respect changes.  
 
 
References 
 Abdul Khalid, S. (2010). Improving the service delivery: a case study of local authority in Malaysia. Global Business Review, Vol 11 (1), 65  77. 
Allport, G.W. and Ross, M (1967) Personal religious orientation and prejudice, Journal of Personality and Social Psychology, Vol 5, pp  432  43. 
Bakker, A.B. and Demerouti, E. (2007) The job demands resources model: state-of-the-art, Journal of Managerial Psychology,  
       Vol 22, pp 309- 28 
Berry, L. (1996). Retailers with a future. Marketing Management, Vol 5(1), 39  46 
Bitner, M.J., Booms, B.H. and Tetrault, M.S. (1990) The service encounter: diagnosing favourable and unfavourable incidents. Journal of 
Marketing, No 54.pp 71  84 
ournal of Service Industry 
Management, Vol 12 (4), pp 310  27. 
Chaudari, A., and Holbrook, M.B. (2001). The chains of effect from brand trust and brand effect to brand performance: the role of brand royalty, 
Journaal of Marketing, Vol 65, pp 81 -93 
Costley, C., Friend, L. and Babis, P. (2005), Respect in the marketplace., Journal of Research for Consumers, Issue 9. 
Davis, D. and Cosenza, R.M. (1993) Business Research for Decision Making. Belmont, California: Wadsworth 
Dickert, N.W. and Kass, N.E. (2009). Understanding respect: learning from patients, Journal of Medical Ethics, Vol 11 (1136) pp    
        419  423 
Dillon. R.S. (1992), Respect and care: toward s moral integration. Canadian Journal of Philosphy, Vol 22 (1) pp 105  132 
Donahue, M.J. (1985) Intrinsic and extrinsic religiousness: the empirical research. Journal for the Scientific Study of Religion. Vol 24, pp 418  23 
Doney, P.M. and Cannon, J.P. (1997), An examination of the nature of nature of trust in buyer-seller relationships, Journal of  
        Marketing, Vol 61, pp 35  51 
Gallagher, A. (2007) The respectful nurse. Nursing Ethics, Vol 13 (3), pp 360 -371 
Gorsuch, R.L and McPerson, S.E. (1989) Intrinsic / extrinsic measurement: revised and single item scales. Journal of Social  
         Psychology, Vol 137 (2) pp 189  20 
Guenzi, P., Johnson, M.D., Castaldo, S. (2009), A comprehensive model of customer trust in two retail stores,  Journal of Service Management, Vol 
20 (3) , pp.290 - 316. 
Gwinner, K.P., Gremler, D.D. and Bitner, M.J. (1998), 
Academy of Marketing Science, Vol 26, pp 101- 14 
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010) Multivariate Data Analysis. USA: Pearson Prentice Hall 
  Hirschman, E.C. (1983) Religious affiliation and consumption processes: an initial paradigm. Research in Marketing. Vol 6, pp 131-170. 
Kant, I (1964) The groundwork of metaphysics of moral . New York: Harper Torchbooks 
Krauss, S.E., Hamzah, A. And Idris, F. (2007) Review of a Muslim religiosity scale for use with four different faith communities in Malaysia, 
Review of Religious Research, Vol 49 (2) 147  164. 
Laeequddin, M. and Sardana, G.D. (2010) What breaks trust in customer supplier relationship? Management Decision, Vol 48 (3), pp 353  365. 
Langdon, S.W. (2007) Conceptualization of Respect: Qualitative and quantitative of four (five) theme. The Journal of Psychology ,  
       Issue 141, pp 469 -484 
Lindley, R. (1986) Autonomy. London: Macmillan 
623 Siti Haryati Shaikh Ali et al. /  Procedia - Social and Behavioral Sciences  58 ( 2012 )  614 – 623 
Mittelstaedt, J.D. (2002) A framework for understanding relationship between religions and markets, Journal of Macromarketing, Vol 22, pp 6  18 
Morgan, R.M. and Hunt, S. (1994) The commitment-trust theoryof relationship marketing, Journal of Marketing, Vol 58, pp. 20   
     38 
 MP. (2006) Ninth Malaysia Plan, Malaysia 
Marketing, Vol 1 
(2), pp 124 - 135  
Noddings, N. (1984) Caring: A feminine approach to ethical moral education. Berkeley, CA: University of California Press 
Ravald, A. and Groonroos, C. (1996), The value concept in marketing effects., European Journal of Marketing, Vol 30 (2), pp 19 - 30. 
Rempel, J.K., Holmes, J.G. and Zana, M.P. (1985), Trust in close relationships., Journal of Personality and Social Psychology, Vol 49 ( 4), pp 95  
112. 
Rotter, J.B. (1967) A new scale for the measurement of interpersonal trust, Journal of Personality, Vol 35, pp. 651  5 
Semeijin, J., van Riel, A.C.R. and Ambrosini, A.B. (2004), Consumer evaluations of  store brands: effects of store image and  
       product attributes. Journal of Retailing and Consumer Services, Vol 11, pp 247  58. 
 Shaikh Ali, S.H. and Ndubisi, N.O. (2011) The effect of respect and rapport on relationship quality perception of customers of small healthcare 
firms, Asia Pacific Journal of Marketing and Logistics, Vol 23 (2), pp 135  151. 
 Sirdeshmukh, D., Singh, J. and Sabol, B. (2002), Customer trust, value and loyalty in relational exchanges, Journal of Marketing, Vol. 66, pp 15  
37. 
Sung, K-T (2004) Elder respect among young adults: a cross cultural study of Americans and Koreans, Journal of Aging Studies,  
      Issue 18, pp 215  230. 
Van Gelderen, M. And Jansen, P. (2006) Autonomy as a start-up motive, Journal of Small Business and Enterprise Development,  
      Vol 13 (1), pp 23  32. 
William, L.A. and Burns, A.c. (2001), Factors affecting children store loyalty: an empirical examination of two store types. The Journal of Applied 
Business Research, Vol 17, pp 61  82 
Winstead, K.F. (2000) Service behaviours that lead to satisfied customers. European Journal of Marketing. Vol 34 (3/ 4), pp 399   
       326 
 Wong, A. and Sohal, A. (2002),  An examination of the relationship between trust, commitment and relationship quality. International Journal of 
Retail Distribution Management, Vol 12 (6)  pp 34  50  
Young, L. (1992) The role of trust and cooperation in inter-firm relations in marketing channels, unpublished doctoral thesis, University of New 
South Wales, Kensington. 
Young, S. And Tavares, A.T. (2004), Centralizing and autonomy: back to the future. International Business Review, Vol 13, pp 215  
        37 
 
 
 
. 
   
